INDUSTRIAL MARKETING 


EDITORIAL INDEX 
FOR 1§960 


Here is the complete list of editorial articles published during 1960 in 
INDUSTRIAL MARKETING (Vol. 45, January through December, 1960), 200 East 
Dlinois Street, Chicago 11, Illinois. Reprinted articles, which are marked 
with asterisks in this index, may be obtained from the IM Reprint Editor (for 
prices, consult list of available reprints which appears in each issue of 
INDUSTRIAL MARKETING). Other articles are available in Thermofax copies, at 
$1.00 per article, from the IM Editorial Research Department. 


ADAMS, CHAL 
#* Wheat Amweld did when their market disappeared, May, p. 48. 


ADVERTISING 

* Ad budget analysis - 1960. Special IM report, Jan., p. 49. 
Are your ads read by mechanical men? Jume, p. 108. 
Detroit adwoman-of-the-year, Marie Winthrop, gives views on industrial 
advertising, May, p. SOB. 
Do your ads need emotional appeals? July, p. 88. 
Honeywell tells how to do top industrial ad job. ABP winner, June, p. 89. 
Is industrial advertising truthful and honest? May, p. 102. 


ADVERTISING AGENCIES 
Are agencies ad factories or marketing strategists? Apr., p. 118. 
How to make better use of client contact time, Sept., p. 156. 
* How to get along with your advertising agency, July, p. 54. 
* Who's who among ad agencies in annual tabulation of space placed in 
business papers, Apr., p. 84. 
Why agencies get fired and how they get hired, Apr., p. 39. 


ADVERTISING BUDGETS 
* Ad budget analysis - 1960. Special IM report, Jan., p. 49. 


ADVERTISING DEPARTMENTS 
How 5M defines the staff advertising function, Nov., p. 46. 


ADVERTISING EXPENDITURES 
Over $500-million invested in business paper space in 1959, 


ADVERTISING MAN OF THE YEAR 
W. F. Rockwell named Industrial Adman-of-the-Year, Jan., p. 


ADVERTISING MANAGERS 


* If you're working too hard you're not doing your job... 
advice to industrial ad managers, Dec., p. 50. 
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ADVERTISING PERSONNEL, see also MARKETING PERSONNEL 
How to work twice as hard for nothing doing charitable work, Dec., p. 72. 
* How creative are you? June, p. 45. 


ADVERTISING RESEARCH, see COPY TESTING, READERSHIP, QUESTIONNAIRES 


ADVERTISING VOLUME 
Monthly business paper ad volume, Jan., p. 116; Feb., p. 1383 Mar., pe. 1503 
Apr., p- 1543 May, p- 1363; June, p. 144; July, p. 1323 Aug., p. 150; Sept., 
Dp. 2043 Oct., p. 1963 Nov., p. 1503 Dec., p. 128. 
lew analysis shows industry ad leaders based on ad volume figures, Jan., 
p. 114. 


AGENCY-CLIENT RELATIONS, see ADVERTISING AGENCIES 


AIA NEWS 
Distributors to be asked to do more for less, Jan., p. 79. 
March 31 deadline for BestSeller ad contest, Feb., p. 159. 
Hamilton chapter withdraws from AIA, Mar., p. 150. 
Schiller names members for regional conference committee, Apr., p. 182. 
Sharp heads 1960-61 officers slate, May, p. 159. 
Pittsburgh chapter elects Morgan president, June, p. 165. 
Let's grow up, Sharp tells AIA, July, p. 149. 
Four packaged programs available from N. J. chapter, Aug., p. 172. 
Hamilton chapter forms 'Cenadian Industrial Advertisers,’ Sept., p. 222. 
Formal planning key to successful ad budgeting, Oct., p. 220. 
Sterns elected president of Boston chapter, Nov., p. 176. 
AIA executive committee moves to cut IARI loose, Dec., p. 148. 


ALLEN, DONALD R. 
What attracts? A study of Starch ‘noted’ scores, July, p. 57. 


ALPHA PORTLAND CEMENT CO. 
Alpha turns weather prophet to get and keep customers, Sept., p. 189. 
How Alpha Portland Cement built recognition for ‘anonymous’ product, 
Jan., p.» 57. 


AMERICAN AIR FILTER CO. 
How photo case histories improved American Air Filter advertising, June, 
pe 54. 


AMERICAN HARDWARE CORP. 
American Hardware gets a face-lifting, May, p. 44. 


AMERICAN PULLEY CO. 
What to do when your distributors hate you, Apr., p. 110. 


AMERICAN-RADIATOR & STANDARD SANITARY CORP. 
* How a major new campaign was born for American-Standard, Jan., p. 44. 


AMERICAN TELEPHONE & TELEGRAPH 
Industrial purchasing men step up phone buying studies by ATM and 
Conover-Mast show, Feb., p. 90. 





AMERICAN WELDING & MFG. CO. 
* What Amweld did when their market disappeared, May, p. 48. 


ANDREWS, ARNOLD 
* A basic guide to writing industrial advertising copy, June, p. 623 
Sept., p- 1023 Oct., p. 683 Nov., p. 823 Dec., p. 62. 


ANNIVERSARIES 
Dickey keeps "hard sell’ in its 75th anniversary program, Dec., p. 44. 
Marchant gets good sales promotion out of its 50th anniversary, Dec., p. 47. 
Premature ‘centennial’ humanizes 20-year-old nut and bolt firm, Oct., p. 126. 


APPEALS 
Are your ads read by mechanical men? June, p. 108. 
Do your ads need emotional appeals? July, p. 88. 


ARMCO STEEL CORP, 
How Armco trains salesmen to help the customer buy, Oct., p. 58. 


ARMOUR & CO. 
How Armour Chemical triples ad impact at low cost, Oct., p. 148. 


ARNAY, OSCAR P. 
Worthington combines foreign and domestic sales training, July, p. 60. 


ART DIRECTORS 
Are art directors killing off copywriters? Apr., p. 195. 


ARVIN INDUSTRIES INC. 
Arvin solves the problem of the dirty wall chart in service stations, 
Oct., p- 130. 


ASSOCIATED BUSINESS PUBLICATIONS 
Honeywell tells how to do top industrial ad job. ABP winner, June, p. 89. 
Seven winners of annual ABP ad competition tell why they won, May, p. 80D. 


ASSOCIATION OF INDUSTRIAL ADVERTISERS, see also AIA News 

AIA company member plan is postponed, Apr., p. 169. 
Burroughs’ Eppert to keynote 1960 AIA conference, June, p. 155. 
Case, Du Pont, GE, Roebling win BestSeller awards, July, p. 78. 

* GE direct mail...how the enormous job gets done. AIA Conference Report, 
July De 49. 
Kennametal's small budget packs big sales punch. AJA BestSeller award, 
July, p. 39. 
NIAA revisited: Something done; a long way to go, July, p. 87. 
Why AIA ‘best ad’ collection is a ‘dreadful thing,’ Dec., p. 159. 


AUDITS 
ABC, BPA meet on audit comparability, May, p. 145. 
ABC studies plan for more data on unpaid, Oct., p. 209. 
Are comparable audits from ABC and BPA coming? Feb., 149. 
BPA publishers required to use single audit form, Dec., p. 136. 
Do advertisers care about audits? Aug., p. 198. 
Drop unpaid from reports, ABC directors recommend, July, p. 143. 
In auditing, maybe buyers get what they deserve, Aug., p. 8l. 
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AUDIT BUREAU OF CIRCULATIONS 
ABC studies plan for more date on unpaid, Oct., p. 209. 
Drop unpaid from reports, ABC directors recommend, July, p. 145. 


AUKER, ELDEN L. 
Baseball pitcher turned marketing vp tosses out selling tips, Aug., p. 98. 


AWARDS 
Case, Du Pont, GE, Roebling win BestSeller awards, July, p. 78. 
DMAA announces annual award winners, Nov., p. 16l. 
Emerson mailers merchandise awards in modest manner, Oct., p. 181. 
IM honors top business publication editors. Announce winners of 22nd an- 
nual editorial competition, Dec., p. 74. 
Judges of IM's 22nd annual editorial competition tell what's good and bad 
in today's business publications, Nov., p. 102. 
NMTBA ad winners show awareness of times, Dec., p. 86. 
Seven winners of annual ABP ad competition tell why they won, May p. 80D. 
12 companies win NIDA and SIDA awards for ‘selling’ their distributors, 
June, p. 100. 
W. F. Rockwell named Industrial Adman-of-the-Year, Jan., p. 159. 


BAGGER, N. BRUCE 
* The problems involved in pre-testing your ads, Feb., p. 66. 


BERNSTEIN, S. R., see SID BERNSTEIN SAYS 

BIG FOUR INDUSTRIES 
Search for oldest Henderson tire-changer opens doors to sales campaign, 
Aug., p. 139. 


BISSELL, H. D. 
Honeywell tells how to do top industrial ad job. ABP winner, June, p. 89. 


BRAINE, CLINTON E. 
How to make better use of client contact time, Sept., p. 156. 


BRENDEL, LOUIS H. 
Are the specialists taking over industrial distribution? Dec., p. 56. 


BRENT, EDWIN A. 
Rohm & Haas ‘shows ‘em’ with 4-color inserts. ABP winner, May, p. 84. 


BROOKS, D. T. 
Nine steps to successful new product promotion, Feb., p. 50. 


BROWN, EWING F 
U. S. Steel forgings campaign promotes quality, cites applications. 
ABP winner, May, p. 88. 


BRUCKER, ROGER W. 
* What Globe Industries does after launching new product, Feb., p. 52. 


BULOVA WATCH CO. 
How advertising gave Bulova an ‘industrial image,’ Oct., p. 112. 
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BURGOON, BENNETT, JR. 
Kennametal's small budget packs big sales punch. AIA BestSeller award, 


July, p- 39. 


BUSINESS FORECASTS, see FORECASTS 


BUSINESS GIFTS 
Pros and cons of business Christmas gifts, Oct., p. 41. 


BUSINESS PAPERS, see also AUDITS 
ABP study finds much praise for ads, less for editorial, Mar., p. 139. 

* Circulation analysis...a must in media selection, Aug., p. 58. 
Factory magazine post card test picks best ad, merchandises campaign, Oct., 
p. 152. 
How about letting business papers in on Sigma Delta Chi awards, Feb., p. 75. 
How Canadian business press serves the market, Sept., p. 92. 
IM honors top business publication editors. Announce winners of 22nd annual 
editorial competition, Dec., p. 74. 
Judges of IM‘s 22nd annual editorial competition tell what's good and bad 
in today's business publications, Nov., p. 102. 
Monthly business paper ad volume, Jan., p. 116; Feb., p. 1383 Mar., p. 150; 
Apr., p. 1543 May, p. 136; June, p. 144; July, p. 1323 Aug., p. 150; 
Sept., p. 204; Oct%., p. 196; Nov., p. 1503 Dec., p. 128. 
New analysis shows industry ad leaders based on ad volume figures, Jan., 
De 114. 
Over $500-million invested in business paper space in 1959, May, p. 56. 
Ten tips for dealing with business paper editors, Oct., p. 5l. 
Who's who among ad agencies in annual tabulation of space placed in busi- 
ness papers, Apr., p. 84. 
Why are business media ads so doggone tired? Jan., p. 42. 


BUSINESS PUBLICATIONS AUDIT OF CIRCULATION 
BPA publishers required to use single audit form, Dec., p. 136. 


CALENDARS 
Calendar heckles prospects into wiser exhibit decisions, Dec., p. 119. 


CANADA 
How Canadian business press serves the market, Sept., p. 92. 
What you should know about the Canadian industrial market, Sept., p. 65. 


CASE HISTORIES 
How photo case histories improved American Air Filter advertising, June, 
p. 54. 
Why case histories are your best industrial ad tool, Aug., p. 40. 

* Why case histories aren't as good as they say, Ag., p. 42. 


CAST IRON PIPE RESEARCH ASSOCIATION 
Double-barreled ad campaign focuses on water problem, Apr., p. 56. 


CATALOGS 
How Malleable Iron produced an easy-to-use catalog, Feb., p. 49. 
Rogers Publishing devises system for putting catalogs on film, May, p. 76. 
Salesmen turn sleuths to answer Corning's catalog quiz, June, p. 127. 
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CHARITABLE WORK, see CIVIC ACTIVITY 


CHICAGO INTERNATIONAL TRADE FAIR 
World's wares exhibited at Chicago trade fair, Aug., p. 104. 


CHRISTIANS, GLENN A. 
Clark tells how to be seen at trade show, Jan., p. 38. 


CIRCULATION ANALYSIS 
* Circulation analysis...a must in media selection, Aug., p. 58. 


CIVIC ACTIVITY 
The call to civic activity...should marketing men heed it? Dec., p. 94. 
How much extra-curricular work should a fellow do? Dec., p. 85. 
How to work twice as hard for nothing doing charitable work, Dec., p. 72. 
Should marketing men take part in politics? Feb., p. 1013 Mar., p. 102. 


CLARK EQUIPMENT CO. 
Clark tells how to be seen at trade show, Jan., p. 38. 


CLOSED CIRCUIT TV 
How Udylite used closed circuit tv for a trade show exhibit, Feb., p. 58. 
TV ‘expands’ small trade show space for Moto-Truc, Oct., p. 106. 


COMMODITY STANDARDS 
What's happening to commodity standards? Sept., p. 178. 


COMMUNICATIONS 
* How to get through to your customers and your boss, June, p. 50. 


COMPANY NAME CHANGE 
How Nalco got its new company name, June, p. 138. 


COMPANY PUBLICATIONS 
How Standard Pressed Steel mass produces 60 separate house organs for 
distributors, Jan., p. 104. 
How to get distributor salesmen to sell your line, Oct., p. 54. 
What causes company communications bottleneck? Feb., p. 76. 


COMPANY REORGANIZATION 
Shakeup gives Crane Co. new marketing directions, Mar., p. 47. 


COMPETITION 
How Raytheon checks on its competitors’ exhibits, Apr., p. 92. 
How Simpson Redwood beat back competing materials, Sept., p. 142. 


CONKLIN, MAXWELL R. 
* Marketing facts...what the government has to offer, July, p. 62. 


CONOVER -MAST 
Industrial purchasing men step up phone buying studies by AT& and Conover- 
Mast show, Feb., p. 90. 


CONSTRUCTION MARKET 
Better construction statistics are coming, Mar., p. 106. 
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CONSUMER ADVERTISING 
* Metals makers battle for the retail sale, Mar., p. 39. 


CONTESTS 
Marchant gets good sales promotion out of its 50th anniversary, Dec., p. 47. 
Salesmen turn sleuths to answer Corning's catalog quiz, June, p. 127. 
Search for oldest Henderson tire-changer opens doors to sales campaign, 
Aug., p.- 139. 


COOPERATIVE CAMPAIGNS 
L&S, U. S. Steel Supply spend $75,000 to put new product in specifiers' 
hands, Sept., p. 46. 


COPLIN, ROBERT A. 
* How to give your marketing a longer reach through your customers, Mar., 
p. 90. 


COPY, see also COPY CHASERS, WHICH AD ATTRACTED MORE READERS? 

* A basic guide to writing industrial advertising copy, June, p. 623; Sept., 
p.- 1025; Oct., p- 68; Nov., p. 823; Dec., p. 62. 
Case, Du Pont, GE, Roebling win BestSeller awards, July, p. 78. 
Dickey keeps "hard sell‘ in its 75th anniversary program, Dec., p. 44. 
Double-barreled ad campaign focuses on water problem, Apr., p. 56. 
DuPont's Freon ads leads way in new industry. ABP winner, May, p. 86. 
Haydon breaks ad rules and comes out on top, Sept., p. 54. 
How Armour Chemical triples ad impact at low cost, Oct., p. 148. 
How @ major new campaign was born for American-Standard, Jan., p. 44. 
How photo case histories improved American Air Filter advertising, June, 
Pe 54. 
How Ross Valve makes sales points with whimsical ads, Feb., p. 94. 
How Texaco sells top management on grease, Sept., p. 45. 
J&L ads in fewer publication to perform major portion of sales job, Aug., 
p. 84. 
Kraft ‘idea’ ads sell by helping reader. ABP winner, May, p. 100. 
Let's humanize industrial advertising, Feb., p. 61. 

* Metals makers battle for the retail sale, Mar., p. 39. 
Plymouth fights price-cutting, sell quality. ABP winner, May, p. 80D. 
Rohm & Haas ‘shows ‘em’ with 4-color inserts. ABP winner, May, p. 84. 
Sargent goes glamorous to sell hardware to architects, Oct., p. 118. 
Shaggy dog gives continuity to SKF campaign, Apr., p. 59. 
U. S. postmarks make offbeat ad copy, Mar., p. 62. 
U. S. Steel forgings campaign promotes quality, cites applications. ABP 
winner, May, p. 88. 
U. S. Steel promotes customers’ curtain walls. ABP winner, May, p. 89. 
Westinghouse meter ads end buyer apathy. ABP winner, May, p. 96. 


COPY CHASERS 
Rockwell is Industrial Adman-of-the-Year, Jan., p. 159. 
A look at more top campaigns of 1959, Feb., p. 173. 
Were industrial ads better 30 years ago? Mar., p. 173. 
Are art directors killing off copywriters? Apr., p. 195. 
Changes...are they for better or worse? May, p. 18l. 
Pocket~-size ads prove that ‘thinking small' takes big skills, June, p. 179, 
Packaging experts challenge ad ingenuity, July, p. 169. 
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COPY CHASERS (continued) 
Office machine ads usually don't add up, Aug., p. 185. 
Dictating machine ads need a genius to translate, Sept., p. 247. 
Distributor is ‘forgotten man‘ in distribution magazine ads, Oct., p. 233. 
Slowed-down market puts advertising to a stiffer test, Nov., p. 197. 
Why AIA "Best Ad‘ collection is a ‘dreadful thing,' Dec., p. 159. 


COPY TESTING 
* The problems involved in pre-testing your ads, Feb., p. 66. 


COPYWRITERS 
Are art directors killing off copywriters? Apr., p. 195. 


CORNING GLASS WORKS 
Salesmen turn sleuths to answer Corning's catalog quiz, June, p. 127. 


CORPORATE IMAGE 
How advertising gave Bulova an ‘industrial image,' Oct., p. 112. 
How Alpha Portland Cement built recognition for ‘anonymous’ product, Jan., 
p. 57. 

* How a major new campaign was born for American-Standard, Jan., p. 44. 
Three-part program builds Gardner-Denver's image, Nov., p. 116. 


CRANE CO. 
Shakeup gives Crane Co. new marketing directions, Mar., p. 47. 


CREATIVITY 
* How creative are you? June, p. 43. 


CUSTOMER RELATIONS 
Dow carries campaign for antifreeze to customer's customers, Feb., p. 168. 
* How to give your marketing a longer reach through your customers, Mar., 
p- 90. 
U. S. Steel promotes customers’ curtain walls. ABP winner, May, p. 89. 


CUSTOMER TRAINING SCHOOL 
Daffin customer training school teaches use of farm equipment in two 
languages, Oct., p. 206. 


DAFFIN MFG. CO. 
Daffin customer training school teaches use of farm equipment in two 
languages, Oct., p. 206. 


DAY, HUDSON S. 
* Publicity alone launches a new product for GE, Nov., p. 70. 


DEFENSE MARKET 
Defense budget shifts keep industry guessing, Jan., p. 72. 
How will new U. S. rules affect defense ads? May, p. 106. 
* A look at defense advertising and selling, July, p. 44. 
Politics cloud defense market, Apr., p. 122. 
U. S. is on the spot in regulating defense ads, Nov., p. 122. 


DEMBY, EMANUEL 
What's wrong with engineer recruitment ads? Mar., p. 96. 
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DEPRECIATION 
Will U. S. give industry a break on depreciation? Aug., p. 114. 


DEWEY, GEORGE W. 
* Circulation analysis...a must in media selection, Aug., p. 58. 


DICE, D. 0. 
* What market research does besides find markets for GE, Sept., p. 128. 


W. S. DICKEY CLAY MFG. CO. 
Dickey keeps ‘hard sell’ in its 75th anniversary program, Dec., p. 44. 


DIRECT MAIL 

DMAA announces annual award winners, Nov., p. 161. 
Emerson mailers merchandise awards in modest manner, Oct., p. 161. 

* GE direct mail...how the enormous job gets done. AIA Conference Report, 
July, p. 49. 
How New Jersey Zinc sells old and new markets by mail, June, p. 82. 
Phoney fraternity promotes Pennsylvania transformers, Sept., p. 136. 
Premature ‘centennial’ humanizes 20-year-old nut and bolt firm, Oct., 
p. 126. 
Questionnaires...what approach nets the highest returns? Sept., p. 182. 
What approach gets the best return in mail surveys, Nov., p. 50. 


DIRECT MAIL ADVERTISING ASSOCIATION 
DMAA announces annual award winners, Nov., p. 161. 


DISASTERS 
Pioneer promotion capitalizes on catastrophe, Sept., p. 124. 


DISTRIBUTION & DISTRIBUTORS 

Are the specialists taking over industrial distribution? Dec., p. 56. 
Distributor is ‘forgotten man’ in distribution magazine ads, Oct., p. 233. 
Distributors to be asked to do more for less in 1960, Jan., p. 79. 

* Here's proof...distributors can afford to advertise, Sept., p. 57. 
How to get distributor salesmen to sell your line, Oct., p. 54. 
How Hewitt-Robins gets results with distributor school, Feb., p. 47. 

* How to sell through industrial distributors, May, p. 61. 
How Standard Pressed Steel mass produces 60 separate house organs for 
distributors, Jan., p. 104. 
Inside story of industrial distributors advisory council set up by 
D. W. Onan, Feb., p. 41. 
Jeffrey keeps fuss 'n flowers out of distributor schools, Apr., p. 98. 
Pratt & Whitney to sell through distributors, Aug., p. 45. 
Setting policy for distributor equipment demonstrations, May, p. 116. 
12 companies win NIDA and SIDA awards for ‘selling’ their distributors, 
June, p- 100. 
What to do when your distributors hate you, Apr., p. 110. 


DIVERSIFICATION 
How 3M defines the staff advertising function, Nov., p. 46. 


DODGE, DONALD A. : 
Why are business media ads so doggone tired? Jan., p. 42. 


aS 





DONAHUE, J. HOWARD 
Pioneer promotion capitalizes on catastrophe, Sept., p. 124. 
Should your salesmen take their wives along? Jan., p. 35. 


DOW CHEMICAL CO. 
Dow carries campaign for antifreeze to customer's customers, Feb., p. 168. 


E. I. duPONT de NEMOURS & CO. 
DuPont's Freon ads leads way in new industry. ABP winner, May, p. 86. 


EARNEST MACHINE PRODUCTS CO. 
Premature ‘centennial’ humanizes 20-year-old nut and bolt firm, Oct., p. 126. 


EASTMAN CHEMICAL CO. 
Turning an ad production problem into an asset with insert sample of 
product, Apr., p. 55. 


ELDER, ROY C. 
Fyr-Fyter smokes out promotional mileage at the '500,' June, p. 94. 


EMERSON ELECTRIC MFG. CO. 
Emerson mailers merchandise awards in modest manner, Oct., p. 16l. 


EMPLOYE PUBLICATIONS, see COMPANY PUBLICATIONS 


ENCYCLOPEDIA OF MARKETING 

* A minimum program for marketing research, by Rosberg, Jan., p. 125. 

* The problems involved in pre-testing your ads, by Bagger, Feb., p. 66. 

* A basic guide to managing salesmen, by Tobin, Mar., p. 64. 

* Basic duties of the modern sales department, by Kelley and Lazer, Apr., 
p. 68. 

* How to sell through industrial distributors, by Sawyer, May, p. 61. 

* A basic guide to writing industrial advertising copy, by Andrews, June, 
Pp. 623 Sept., p. 1023 Oct., p. 683 Nov., p. 823 Dec., p. 62. 

* Marketing facts...what the government has to offer, by Conklin, July, p. 62. 

* A basic guide to preparing better sales literature, by Pratt, Aug., p. 66. 


ENGINEERS 


* How to engineer an ad for engineers and get inquiries, Oct., p. 62. 
What's wrong with engineer recruitment ads? Mar., p. 96. 


EVANS, KEITH J. 
South America despite problems...progress, May, p. 52. 


RAY EWING CO. 
Ewing advertises to learn where to advertise, Oct., p. 136. 
U. S. postmarks make offbeat ad copy, Mar., p. 62. 


EXECUTIVES 
How Texaco sells top management on grease, Sept., p. 45. 


EXPORT ADVERTISING, see INTERNATIONAL ADVERTISING 
EXPORTS, see FOREIGN TRADE 





FACTORY MAGAZINE 
Post card test picks best ads, merchandises campaign, Oct., p. 152. 


FILMS 
Making that first promotional movie, Sept., p. 50. 


FLEXONICS CORP. 
Marketing switch to boost Flexonics’ sales and profits, June, p. 39. 


FORECASTS 
Are the 60's soaring as high as they should? July, p. 98. 
Economic forecasts don't guarantee prosperity, June, p. 104. 
New financial factor brightens marketing outlook, Feb., p. 39. 
Will there be a recession in 1961? Nov., p. 110. 


FOREIGN TRADE 
Five overseas markets found neglected by U. S. suppliers, Aug., p. 161. 
How to capture a corner in the Latin American market, Apr., p. 63. 
How important is export to U. S. industry? Oct., p. 158. 
How Uncle Sam will help you sell better overseas, June, p. 114. 
Is there an industrial market for you in Mexico? Oct., p. 88. 
Marketing overseas...big problems, bigger profits, June, p. 46. 
South America despite problems...progress, May, Pe 52. 
What you should know about the Canadian industrial market, Sept., p. 65. 
Why export markets look good for U. S., Feb., p. 106. 
The world is your market, July, p. 180. 


FOX, WILLARD M. 
Is there an industrial market for you in Mexico? Oct., p. 38. 


FWD CORP. 
* Trade show planning pays off for FWD, Aug., p. 48. 


FYR-FYTER CO. 
Fyr-Fyter smokes out promotional mileage at the ‘S00,’ June, p. 94. 


GARDNER-DENVER CO. 
Three-part program builds Gardner-Denver's image, Nov., p. 116. 


GARDNER, ROBINSON, STIERHEIM & WEIS IN. 
Calendar heckles prospects into wiser exhibit decisions, Dec., p. 119. 


GATES RADIO CO. 
Gates Radio sells selling to the whole company, Aug., p. 61. 


GENERAL ELECTRIC CO. 
* GE direct mail...how the enormous job gets done. AIA Conference Report, 


July, p. 49. 
* Publicity alone launches a new product for GE, Nov., p. 70. 
* What market research does besides find markets for GE, Sept., p. 128. 


GIFTS, see BUSINESS GIFTS 


GLOBE INDUSTRIES 
* What Globe Industries does after launching new product, Feb., p. 52. 
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GRAY IRON FOUNDERS’ SOCIETY 
How to pull an entire industry out of the doldrums, Apr., p. 102. 


GREEN, ERNEST S,. 
How to tell salesmen about sales aids, Oct., p. 85. 


GREENE, EDMUND 
How Monsanto measures the value of its marketing activities, Sept., p. 39. 


GUSTIN-BACON MFG. CO. 
Gustin-Bacon finds fast, inexpensive way to handle ad inquiries, Sept., 
p- 160. 


HAGAN CHEMICALS & CONTROLS 
How Hagan ‘needles’ salesmen to help them sell more, Oct., p. 110. 


HARKAVY, HOWARD A. 
* Does your trade show exhibit do these four things? Nov., p. 52. 


HARKEY, WILLIAM G. 
How smart marketing put United Carbon into a new field, Apr., p. 


HAWK, CHARLES R. 
Sylvania's functional price lists keep customers happy, Feb., p. 


A. W. HAYDON 70. 
Haydon breaks ad rules and comes out on top, Sept., p. 54. 


HERRMANN, LACY B. 
How good is your sales follow through? Nov., p. 62. 


HEWITT-ROBINS 
How Hewitt-Robins gets results with distributor school, Feb., p. 47. 


HITCHINER MFG. CO. 
The stamps the thing in Hitchiner campaign, Mar., p. 119. 


HOEBERMANN, LOUIS 
Minimizing the ‘hidden’ cost of in-plant promotion photos, Nov., p. 54. 


HOWELL, KENNETH T. 
Scovill plant press kit key to open house success, Apr., p. 60. 


HOUGH, TOM 
Kraft ‘idea’ ads sell by helping reader. ABP winner, May, p. 100. 


HOUSE ORGANS, see COMPANY PUBLICATIONS 


HUMOR 
How Ross Valve makes sales points with whimsical ads, Feb., p. 94. 


IM GALLERY 
Feb., p. 156; June, p. 170, Dec., p. 154. 





INDUSTRIAL ADVERTISING RESEARCH INSTITUIE 
AIA executive committee moves to cut IARI loose, Dec., p. 148. 


INDUSTRIAL MARKETING 
Judges of IM's 22nd annual editorial competition tell what's good and 
bad in today's business publications, Nov., p. 102. 
IM honors top business publication editors. Announce winners of 22nd 
annual editorial competition, Dec., p. 74. 


INDUSTRIAL SALES EXECUTIVES FORUM 
What qualities make an ‘ideal’ industrial salesman? Apr., p. 43. 
How to pick and pay good industrial salesmen, June, p. 56. 
What's the best way to handle advertising inquiries? Aug., p. 52. 
Should you give Christmas gifts to customers? Oct., p. 41. 


INDUSTRIAL SHOWS, see TRADE SHOWS & EXHIBITS 


INDUSTRIAL SITES 
Low-cost promotion draws industry to Ogden, Utah, Oct., p. 144. 


INGRAM, W. ROBERT 
How Alpha Portland Cement built recognition for ‘anonymous! product, Jan., 
pe S57. 


INQUIRIES 
Gustin-Bacon finds fast, inexpensive way to handle ad inquiries, Sept., 
p. 160. 

* How to engineer an ad for engineers and get inquiries, Oct., p. 62. 


Inquiry handling costs...how much is too much? Nov., p. 132. 

* What Globe Industries does after launching new product. Feb., p. 52. 
What's the best way to handle advertising inquiries? Aug., p. 52. 
Who does the best job of inquiry-handling? Sept., p. 53. 


INSERTS 
Turning an ad production problem into an asset with insert sample of 
product, Apr., p. 55. 


INSTITUTIONAL MARKET 
Kraft ‘idea’ ads sell by helping reader. ABP winner, May, p. 100. 


INTERNATIONAL ADVERTISING, see also FOREIGN TRADE 
* Here's proof that foreign ad readers want facts too, Oct., p. 45. 
Marketing overseas...big problems, bigger profits, June, p. 46. 


JEFFREY MFG. CO, 
Jeffrey keeps fuss 'n flowers out of distributor schools, Apr., p. 98. 


JOBBERS 
Wilkerson brings sales training and promotion down to jobber level, Nov., 


p. 139. 


JOHNSON, S. F. 
Westinghouse meter ads end buyer apathy. ABP winner, May, p. 96. 





JONES & LAMSON MACHINE CO. { 
J&L ads in fewer publications to perform major portion of sales, job, 
Aug. pe 84. 
J&L aims for 25% sales hike through new machinery leasing plan, Mar., 
p. 50. é 


KAISER ALUMINUM & CHEMICAL CORP. 
How Kaiser built a ‘quality' reputation for new products in just eight 


months, Nov., p. 58. 


KEEZER, DEXTER M. 
New financial factor brightens marketing outlook, Feb., p. 39. 


KELLEY, EUGENE J. 
* Basic duties of the modern sales department, Apr., p. 68. 


KEROTEST MANUFACTURING CO. 
Antiques draw crowi for Kerotest, Jan., p. 97. 


KOEPENICK, W. J. 
Marchant gets good sales promotion out of its 50th anniversary, Dec., 


p. 47. 


KRAFT FOODS CO 
Kraft ‘idea’ ads sell by helping reader. ABP winner, May, p. 100. 


KREPELA, RICHARD R. 
Making that first promotional movie, Sept., p. 50. 


LABELING 
Vogt's new packages, labels cut costs, boost sales, Sept., p. 43. 


LAMSON & SESSIONS 
1L&S, U. S. Steel Supply spend $75,000 to put new product in specifiers' 
hands, Sept., p. 48. 


LATIN AMERICA 
How to capture a corner in the Latin American market, Apr., p. 63. 
Is there an industrial market for you in Mexico? Oct., p. 88. 
South America despite problems...progress, May, p. 52. 


LAZER, WILLIAM 
* Basic duties of the modern sales department, Apr., p. 68. 


LEASING PLANS 
J&L aims for 25% sales hike through new machinery leasing plan, Mar., p. 50. 


LEE, JOHN E. 
What causes company communications bottleneck? Feb., p. 76. 


LONG, J. G. 
Prehistoric new product release gently jabs today's version, Feb., p. 147. 


LUFTHANSA GERMAN AIRLINES 
How Lufthansa solved a telephone sales problem, Apr., p. 109. 
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LYNN, DAVID G. 
Let's humanize industrial advertising, Feb., p. 61. 


McGRAW-HILL PUBLISHING CO. 
New financial factor brightens marketing outlook, Feb., p. 39. 


McSORLEY, DONALD C. 
DuPont's Freon ads leads way in new industry. ABP winner, May, p. 86. 


MACHINE TOOL EXPOSITION 
Machine tool builders count on big show to spark upturn, Oct., p. 46. 


MacKENZIE, GEORGE F. 
* How to make the marketing concept make sense, Mar., p. SS. 


MALLEABLE IRON FITTINGS Co. 
How Malleable Iron produced an easy-to-use catalog, Feb., p. 49. 


MANUFACTURERS ' AGENTS 
Promotion-minded 'rep' shows manufacturers how to sell, Dec., p. 54. 


MARCHANT DIV. 
Marchant gets good sales promotion out of its 50th anniversary, Dec., p. 47. 


MARKETING & MARKETING RESEARCH, see also MARKETING MILESTONES 
Did marketing flop or was it the product, Mar., p. 85. 
How important has marketing research become? Sept., p. 164. 
How Monsanto measures the value of its marketing activities, Sept., p. 39. 
How smart marketing put United Carbon into a new field, Apr., p. 47. 
* How to give your marketing a longer reach through your customers, Mar., 
p.- 90. 
* How to make the marketing concept make sense, Mar., p. 55. 
Is marketing becoming more important to industry? Jan., p. lll. 
* Marketing facts...what the government has to offer, July, p. 62. 
Marketing research (news column), Jan. p. 151. 
Marketing switch to boost Flexonics' sales and profits, June, p. 39. 
* A minimum program for marketing research, Jan., p. 125. 
Shakeup gives Crane Co. new marketing directions, Mar., p. 47. 
* What Amweld did when their market disappeared, May, p. 48. 
* What market research does besides find markets for GE, fpt., p. 128. 


MARKET ING MILESTONES (monthly digest of trends and developments), Jan., p. 31; 
Feb., p- 353 Mar., p. 353 Apr., p- 35; May, p. 353, June, p. 35; July, p. 35; 
Aug., pe 553 Sept., p. 353 Oct., p. 373 Nov., p. 353 Dec., p. 3l. 


MARKETING PERSONNEL, see also ADVERTISING PERSONNEL, SALES MANAGERS 
The call to civic activity...should marketing men heed it? Dec., p. 94. 
How much extra-curricular work should a fellow do? Dec., p. 85. 
Should marketing men take part in politics? Feb., p. 1013 Mar., p. 102. 


MAY, ROBERT C. 
What approach gets the best return in mail surveys, Nov., p. 50. 


MAYER, F. ROBERT 
* A look at defense advertising and selling, July, p. 44. 
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MEDIA SALESMEN, see SPACE BUYING & SELLING 


MEDIA SELECTION, see also SPACE BUYING & SELLING 
* Circulation analysis...a must in media selection, Aug., p. 58. 
Ewing advertises to learn where to advertise, Oct., p. 136. 
J&L ads in fewer publications to perform major portion of sales job, 
Aug., Pp. 84. 


MEETING DATES 
Jan., Dp. 138; Feb., p. 1503 Mar., p. 144; May, p. 155; June, p. 156; 
July, p- 1603; Aug., p. 180; Sept., p. 226; Oct., p. 223; Nov., p. 177; 
Dec., p. 151. 


METALWORKING 
J&L aims for 25% sales hike through new machinery leasing plan, Mar., p. 50. 
* Metals makers battle for the retail sale, Mar., p. 39. 


MEXICO 
Is there an industrial market for you in Mexico? Oct., p. 88. 


MEYERCORD CO. 
Idea exchange sells decals the world over, May, p. 121. 


MICROFILM 
Rogers Publishing devises system for putting catalogs on film, May, p. 76. 


MILFORD RIVET & MACHINE CO. 
How an engineering expedient became a promotional tool, July, p. 115. 


MILITARY MARKET, see DEFENSE MARKET 


MINNEAPOLIS-HONEYWELL REGULATOR CO. 
Honeywell tells how to do top industrial ad job. ABP winner, June, p. 89. 


MINNESOTA MINING & MFG. CO. 
How 3M defines the staff advertising function, Nov., p. 46. 


MONSANTO CHEMICAL CO, 
How Monsanto measures the value of its marketing activities, Sept., p. 39. 


MOTO-TRUC CO. 
TV ‘expands' small trade show space for Moto-Truc, Oct., p. 106. 


MUSMANNO, VICTOR N. 
* If you're working too hard you're not doing your job...advice to 
industrial ad managers, Dec., p. 50. 


NALCO CHEMICAL CO. 
How Nalco got its new company name, June, p. 138. 


NATIONAL ALUMINATE CORP, 
How Nalco got its new company name, June, p, 138. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, see ASSOCIATION OF 
INDUSTRIAL ADVERTISERS 
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NATIONAL INDUSTRIAL DISTRIBUTORS ASSOCIATION 
12 companies win NIDA and SIDA awards for ‘selling’ their distributors, 
June, p. 100. 


NATIONAL MACHINE TOOL BUILDERS* ASSOCIATION 
NMTBA ad winners show awareness of times, Dec., p. 86. 


NEEDHAM, W. R. 
How Hewitt-Robins gets results with distributor school, Feb., p. 47. 


NELSON, R. M. 
How Armco trains salesmen to help the customer buy, Oct., p. 58. 


NEUMAN, GERARD G. 
* How creative are you? June, p. 435. 


NEW JERSEY ZINC CO. 
How New Jersey Zinc sells old and new markets by mail, June, p. 82. 


NEW PRODUCTS 
How Kaiser built a ‘quality’ reputation for new products in just eight 
months, Nov., p. 58. 
How one inventor put his product on the market, Oct., p. 140. 
How Simpson Redwood beat back competing materials, Sept., p. 142. 
1&S, U. S. Steel Supply spend $75,000 to put new product in specifiers’ 
hands, Sept., p. 48. 
Nine steps to successful new product promotion, Feb., p. 50. 
Prehistoric new product release gently jabs today's version, Feb., p. 147. 
* Publicity alone launches a new product for GE, Nov., p. 70. 
#* What Globe Industries does after launching new product, Feb., p. 52. 


NIRENBERG, DR. JESSE S. 
* How to get through to your customers and your boss, June, p. 50. 


ODELL, NORMAN 
* Twelve reasons why industrial pr programs fail, Feb., p. 55. 


O. E. M. Corp. 
Traveling fair promotes, 0.E.M's too-big products to buyers, teaches 
men, June, p. 86. 


OFFICE EQUIPMENT 
Dictating machine ads need a genius to translate, Sept., p. 247. 
Office machine ads usually don't add up, Aug., p. 185. 


D. W. ONAN & SONS 
Inside story of industrial distributors advisory council set up by 
D. W. Onan, Feb., p. 41. 


O'NEIL, JACK W. 
How photo case histories improved American Air Filter advertising, 
June, p. 54. 


OPEN HOUSE 
Scovill plant press kit key to open house success, Apr., p. 60. 
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ORDER CARDS, see SELLING AIDS 


ORDERS ACKNOWLEDGEMENT OF 
What's the best way to acknowledge orders? Jan., p. 88. 


OSGOOD, STEVEN 
U. S. Steel promotes customers’ curtain walls. ABP winner, May, p. 


OTTERBOURG, ROBERT K. 
Ten tips for dealing with business paper editors, Oct., p. Sl. 


PACKAGING 
American Hardware gets a face lifting, May, p. 44. 
Packaging experts challenge ad ingenuity, July, p. 169. 
Vogt's new packages, labels cut costs, boost sales, Sept., p. 45. 


PATRICK, W. A. 
Are you loading salesmen with too much promotion, Mar., p. 60. 


PEARIMAN, NATHAN 
* How to engineer an ad for engineers and get inquirier, Oct., p. 62. 


PENNSYLVANIA TRANSFORMER DIV. 
Phoney fraternity promctes Pennsylvania transformers, Sept., p. 136. 


PERKINS , ROBERT W. 
Haydon breaks ad rules and comes out on top, Sept., p. 54. 


PETERSON, WILFERD A. : 
Is it time to get rid of the ‘hard sell?' Oct., p. 154 


PHOTOGRAPHS 
How photo case histories improved American Air Filter advertising, June, 
Pp. 54. 
Minimizing the ‘hidden' cost of in-plant promotion photos, Nov., p. 54. 


PIONEER STEEL BALL Co. 
Pioneer promotion capitalizes on catastrophe, Sept., p. 124. 


PLANT VISITS, see OPEN HOUSE 


PLYMOUTH CORDAGE CO. 
Plymouth fights price-cutting, sell quality. ABP winner, May, p. 80D. 


POLITICS 
Should marketing men take part in politics? Feb., p. 101; Mar., p. 102. 


POST OFFICE 
Uncle Sam begins to mechanize the mail, Dec., p. 100. 


POSTMARKS & POSTAGE STAMPS 
The stamp's the thing in Hitchiner campaign, Mar., p. 119. 
U. S. postmarks make offbeat ad copy, Mar., p. 62. 





PRATT, LYNDON E. 
* A basic guide to preparing better sales literature, Aug., p. 66. 


PRATT & WHITNEY 
Pratt & Whitney to sell through distributors, Aug., p. 4. 


PRESS RELATIONS see PUBLICITY 


PRICE, JOHN R. 
Gates Radio sells selling to the whole company, Aug., p. 61. 


PRICE LISTS, see SELLING AIDS 


PRINTING PLANTS 
Shall we expand our ‘captive’ printing plant? July, p. 108. 


PROBLEMS IN INDUSTRIAL MARKETING 
What's the best way to acknowledge orders? Jan., p. 88. 
Sales aids for dealers...free or share-the-cost? Feb., p. 116. 
Promotional literature...how to get it used, Mar., p. 116. 
How to capitalize on society memberships, Apr., p. 134. 
Setting policy for distributor equipment demonstrations, May, p. 116. 
Is the AIA coding system best for product bulletins? June, p. 122. 
Shall we expand our ‘captive’ printing plant? July, p. 108. 
Selling costs...what are they, and how much is too much? Aug., p. 128. 
Questionnaires...what approach nets the highest return? Sept., p. 182. 
‘Re-order cards'...how to use them, Oct., p. 174. 
Inquiry handling costs, Nov., p. 132. 
How do pr agencies charge for their services? Dec., p. ii4. 


PRODUCT LITERATURE, see also SELLING AIDS, CATALOGS 
* A basic guide to preparing better sales literature, Aug., p. 66. 
Is the AIA coding system best for product bulletins? June, p. 122. 


PUBLIC REIATIONS see also ANNIVERSARIES, CUSTOMER RELATIONS, PUBLICITY, 
OPEN HOUSE 
Double-barreled ad campaign focuses on water problem, Apr., p. 56. 
How do pr agencies charge for their services? Dec., p. 114. 
* How to drive your pr man crazy, May, p. 46. 
Pros and cons of business Christmas gifts, Oct., p. 41. 
Top brass skeptical about pr, but admit need, Dec., p. 142. 
* Twelve reasons why industrial pr programs fail, Feb., p. 55. 
U. S. Steel struts its stuff in 'Steelmark Days' celebration, Dec., p. 40. 


PUBLICITY 
Fyr-Fyter smokes out promotional mileage at the '500,' June, p. 94. 
Prehistoric new product release gently jabs today's version, Feb., p. 147. 
* Publicity alone launches a new product for GE, Nov, p. 70. 
Scovill plant press kit key to open house success, Apr., p. 60. 
Ten tips for dealing with business paper editors, Oct., p. 5l. 


PURCHASING 
Industrial purchasing men step up phone buying studies by ATM and 
Conover-Mast show, Feb., p. 90. 
Shaggy dog gives continuity to SKF campaign, Apr., p. 59. 
They don't buy bulldozers the way they buy beer, Mar., p. 86. Letter 
answering article, July, p. 92. 
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QUEST IONNATRES 
Questionnaires...what approach nets the highest returns? Sept., p. 182. 
What approach gets the best return in mail surveys, Nov., p. 50. 


RAYTHEON CO. 
How Raytheon checks on its competitors!’ exhibits, Apr., p. 92. 


READERSHIP 
Does readership mean buying action? Apr., p. 208. 
Factory magazine post card test picks best ad, merchandises campaign, 
Oct., p. 152. 

* Here's proof that foreign ad readers want facts too, Oct., p. 45. 
Massive ad research project for Republic Steel to boost ad effectiveness 
10%, May, p. 39. 

Readership reports available in 1960, Jan., p. 132. 
What attracts? A study of Starch ‘noted’ scores, July, p. 57. 


READEX 
* Here's proof that foreign ad readers want facts too, Oct., p. 45. 


RECESSION 
How to beat a recession, Dec., p. 172. 
How to pull an entire industry out of the doldrums, Apr., p. 102. 
Slowed-down market puts advertising to stiffer test, Nov., p. 197. 
Will there be a recession in 1961? Nov., p. 110. 


RECRUIT ING 
What's wrong with engineer recruitment ads? Mar., p. 96. 


REPUBLIC STEEL CORP. 
Massive ad research project for Republic Steel to boost ad effectiveness 


10%, May, p. 39. 
Republic Steel's OMI sales training plan aims at expanding stainless 
markets, Aug., p. Ql. 

RESEARCH, see COPY TESTING, READERSHIP, MARKETING & MARKETING RESEARCH 


RETAIL 
* Metals makers battle for the retail sale, Mar., p. 39. 


E. V. ROBERTS & ASSOCIATES 
Promotion-minded ‘rep’ shows manufacturers how to sell, Dec., p. 54. 


ROCKWELL MFG, CO. 
W. F. Rockwell named Industrial Adman-of-the-Year, Jan., p. 159. 


ROCKWELL, W. F. 
W. F. Rockwell named Industrial Adman-of-the-Year, Jan., p. 159. 


ROGERS PUBLISHING CO. 
Rogers Publishing devises system for putting catalogs on film, May, p. 76. 


ROHM & HAAS CO. 
Rohm & Haas ‘shows ‘em’ with 4-color inserts. ABP winner, May, p. 84. 
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ROSBERG, J. WESLEY 
* A minimum program for marketing research, Jan., p. 125. 
Readership reports available in 1960, Jan., p. 132. 


ROSE, FRANK 
How Canadian business press serves the market, Sept., p. 92. 


ROSS OPERATING VALVE CO. 
How Ross Valve makes sales points with whimsical ads, Feb., p. 94. 


SALARIES 
* An intimate look at today's industrial sales manager...salary, age, education, 
etc., Nov., p. 393 Dec., p. 35. 


SALES CONTESTS, see CONTESTS 


SALES DEMONSTRATION 
Setting policy for distributor equipment demonstrations, May, p. 116. 
Traveling fair promotes 0.E.M's too-big products tc buyers, teaches 
salesmen, June, p. 86. 


SALES LITERATURE see PRODUCT LITERATURE, SELLING AIDS 


SALES MANAGEMENT 
* Basic duties of the modern sales department, Apr., p. 68. 
* A basic guide to managing salesmen, Mar., p. 64. 
How to pick and pay industrial salesmen, June, p. 56. 
Selling costs...what are they and how much is too much? Aug., p. 128. 


SALES MANAGERS 
* An intimate look at today's industrial sales manager...salary, age, education, 
etc., Nov., p» 395; Dec., pe 35. 


SALESMANSHIP, see also SELLING 

Are you loading salesmen with too much promotion, Mar., p. 60. 

Baseball pitcher turned marketing vp tosses out selling tips, Aug., p. 98. 
* A basic guide to managing salesmen, Mar., p. 64. 

How Hagen ‘needles’ salesmen to help them sell more, Oct., p. 110. 

How to get distributor salesmen to sell your line, Oct., p. 54. 

How to pick and pay industrial salesmen, June, p. 56. 

How to tell salesmen about sales aids, Oct., p. 85. 

Should your salesmen take their wives along? Jan., p. 35. 
* What qualities make an ideal industrial salesman? Apr., p. 43. 


SALES MEETINGS, see also SALES TRAINING 


SALES PROMOTION, see also SALES PROMOTION IDEAS 
Are you loading salesmen with too much promotion, Mar., p. 60. 
How Kaiser built a ‘quality’ reputation for new products in just eight 
months, Nov,, pe 58. 
Marchant gets good sales promotion out of its 50th anniversary, Dec., p. 47. 
Phoney fraternity promotes Pennsylvania transformers, Sept., p. 136. 
Pioneer promotion capitalizes on catastrophe, Sept., p. 124. 
Promotional literature...how to get it used, Mar., p. 116. 
U. S. Steel struts its stuff in 'Steelmark Days' celebration, Dec., p. 40. 
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SALES PROMOTION IDEAS 
Antiques draw crowd for Kerotest, Jan., p. 97. 
Snapshot album sells construction machine for Warner & Swasey, Feb., p. 122. 
The stamps the thing in Hitchiner mail campaign, Mar., p. 119. 
Schoolhouse is showcase at Chem Show, Apr., p. 147. 
Idea exchange sells Meyercord decals world over, May, p. 121 
Salesmen turn sleuths to answer Corning's catalog quiz, June, p. 127. 
How engineering expedient became promotional tool for Milford Rivet, July, 
p. 115. 
Search for oldest tire-changer opens doors, Aug., p. 139. 
Alpha turns weather prophet to get and keep customers, Sept., p. 189. 
Emerson mailers merchandise awards in modest manner, Oct., p. 181. 
Wilkerson brings sales training and promotion down to jobber level, Nov., 
p. 139. 
Calendar heckles prospects into wiser show exhibit decisions, Dec., p. 119. 


SALES TRAINING 
How Armco trains salesmen to help the customer buy, Oct., p. 58. 
How Hewitt-Robins gets results with distributor school, Feb., p. 47. 
Jeffrey keeps fuss 'n flowers out of distributor schools, Apr., p. 98. 
Republic Steel's OMI sales training plan aims at expanding stainless 
markets, Aug., p. 91. 
Wilkerson brings sales training and promotion down to jobber level, 
Nov., p. 139. 
Worthington combines foreign and domestic sales training, July, p. 60. 


SAMPLING 
Turning an ad production problem into an asset with insert sample of 
product, Apr., p. 55. 


SANDELL, GEORGE W. 
How 3M defines the staff advertising function, Nov., p. 46. 


SARGENT & CO. 
Sargent goes glamorous to sell hardware to architects, Oct., p. 118. 


SAUNDERS, SCOIT J. 
* How to drive your pr man crazy, May, p. 46. 


SAWYER, HOWARD G. 


* Here's proof that foreign ad readers want facts too, Oct., p. 45. 
* How to sell through industrial distributors, May, p. 61. 


SCHAAR, EDWARD 
Why case histories are your best industrial ad tool, Aug., p. 40. 


SCHERFF, WILLIAM A. 
Plymouth fights price-cutting, sell quality. ABP winner, May, p. 


SCHIRMER WALTER E. 
Marketing overseas...big problems, bigger profits, June, p. 46. 


SCOVILL MFG. CO. 
Scovill plant press kit key to open house success, Apr., p. 60. 
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SELLING, see also SALESMANSHIP, SELLING AIDS SALES MANAGEMENT 
Gates Radio sells selling to the whole company, Aug., p. 61. 
How good is your sales follow through? Nov., p. 62. 
Is it time to get rid of the "hard sell?’ Oct., p. 154. 
How Texaco sells top management on grease, Sept., p. 45. 
J&L ads in fewer publications to perform major portion of sales job, 
Aug., p. 84. 
Promotion-minded ‘rep! shows manufacturers how to sell, Dec., p. 54. 
What's the best way to acknowledge orders? Jan.,p. 88. 


SELLING AIDS, see also CATALOGS, PRODUCT LITERATURE 
Arvin solves the problem of the dirty wall chart in service stations, Oct., 
p- 130. 
How Alpha Portland Cement built recognition for ‘anonymous’ product, 
Jan., p. 57. 
How Hagan ‘needles’ salesmen to help them sell more, Oct., p. 110. 
How Standard Pressed Steel mass produces 60 separate house organs for 
distributors, Jan., p. 104. 
How to tell salesmen about sales aids, Oct., p. 85. 
Promotional literature...how to get it used, Mar., p. 116. 
‘Re-order cards'...how to use them...how valuable are they? Oct., p. 174. 
Sales aids for dealers...free or share-the-cost? Feh., p. 116. 
Sylvania's functional price lists keep customers happy, Feb., p. 98. 


SELLING COSTS, see SALES MANAGEMENT 


SHANABERG, FRANK J. 
* What Amweld did when their market disappeared, May, p. 48. 


SID BERNSTEIN SAYS 
There's not as much yearning for the ‘glory road’ these days, Jan., p. 61. 
How about letting business papers in on Sigma Delta Chi awards? Feb., p. 75. 
Did marketing flop or was it the product? Mar., p. 85. 
How do you get paid for being a consultant? Apr., p. 8l. 
Easy answers seldom solve hard problems, May, p. 75. 
Too often the unusual makes too much of an impression on us, June, p. 8l. 
NIAA revisited: Something done; a long way still to go, July, p. 87. 
In auditing, maybe buyers get what they deserve, Aug., p. 8l. 
Whoever wins, there'll be more government in business, Sept., p. 101. 
This chicken-&-egg stuff isn't necessarily funny, Oct., p. 87. 
On books and politics and listening to the other guy, Nov., p. 79. 
How much extracurricular work should a fellow do? [Tec., p. 85. 


SIMON, DAVID H. 
* How to get along with your advertising agency, July, p. 54. 


SIMPSON REDWOOD CO. 
How Simpson Redwood beat back competing materials, Sept., p. 142. 


SKF INDUSTRIES 
Shaggy dog gives continuity to SKF campaign, Apr., p. 59. 


SMALL BUSINESS 
How smart marketing put United Carbon into a new field, Apr., p. 47. 
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SMALL SPACE ADS 
Pocket-size ads prove that ‘thinking small’ takes big skills, June, p. 179. 


SOUTHERN INDUSTRIAL DISTRIBUTORS ASSOCIATION 
12 companies win NIDA and SIDA awards for ‘selling’ their distributors, 


June, p. 100. 


SPACE BUYING & SELLING, see also MEDIA SELECTION 
How do you get paid for being a ‘consultant’? Apr., p. 8l. 


SPROUL , WALDRON & CO. 
Schoolhouse is Sprout, Waldron showcase at Chem Show, Apr., p. 147. 


STANDARD INSTRUMENT CORP. 
* How to engineer an ad for engineers and get inquiries, Oct., p. 62. 


STANDARD PRESSED STEEL CO. 
How Standard Pressed Steel mass produces 60 separate house organs for 


distributors, Jan., p. 104. 


DANIEL STARCH & STAFF see also WHICH AD ATTRACTED MORE READERS? 
What attracts? A Study of Starch ‘noted’ scores, July, p. 57. 


STATISTICS 
Better construction statistics are coming, Mar., p. 106. 
Let's end government statistics confusion, Oct., p. 164. 
* Marketing facts...what the govermment has to offer, July, p. 62. 


STOLBERG, W. F. 
* GE direct mail...how the enormous job gets done. AIA Conference Report, 


July, p. 49. 


SYLVANIA ELECTRIC PRODUCTS 
Sylvania's functional price lists keep customers happy, Feb., p. 


TAXES 
U. S. is on the spot in regulating defense ads, Nov., p. 122. 
Will U. S. give industry a break on depreciation? Aug., p. 114. 


TELEPHONE 
How Lufthansa solved a telephone sales problem, Apr., p. 109. 
Industrial purchasing men step up phone buying studies by AT& and Conover- 
Mast show, Feb., p. 90. 


TEXAS CO. 
How Texaco sells top management on grease, Sept., p. 45. 


THOMAS, FRANK J. 
How to capture a corner in the Latin American market, Apr., p. 63. 


THOMPSON, WILLIAM H. 
# Why case histories aren't as good as they say, Aug., p. 42. 


TOBIN, WILLIAM J. 
* A basic guide to managing salesmen, Mar., p. 64. 
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TOFTE, ARTHUR R. 
They don't buy bulldozers the way they buy beer, Mar., ps 86. Letter 


answering article, July, p. 92. 


TOP MANAGEMENT FORUM 
Is marketing becoming more important to industry? Jan., p. lil. 
Should marketing men take part in politics? Feb., p. 101; Mar., p. 102. 
Are agencies ad factories or marketing strategists? Apr., p. 118. 
Is industrial advertising truthful and honest? May, p. 102. 
Are your ads read by mechanical men? June, p. 108. 
Do your ads need emotional appeals? July, p. 88. 
Who makes the decisions on trade show participation? Aug., p. 108. 
How important has marketing research become? Sept., p. 164. 
How important is export to U. S. economy? Oct., p. 158. 
Will there be a recession in 1961? Nov., p. 110. 
The call to civic activity...should marketing men heed? Dec., p. 94. 


TOWERS, IRWIN M. 
Sargent goes glamorous to sell hardware to architects, Oct., p. 118. 


TRADE ASSOCIATIONS 
Double-barreled ad campaign focuses on water problem, Apr., p. 56. 
How to capitalize on society memberships, Apr., p. 154. 
How to pull an entire industry out of the doldrums, Apr., p. 102. 


TRADE SHOWS & EXHIBITS, see also MEETING DATES 

Antiques draw crowd for Kerotest, Jan., p. 97. 
Calendar heckles prospects into wiser exhibit decisions, Dec., p. 119. 
Clark tells how to be seen at trade show, Jan., p. 38. 

* Does your trade show exhibit do these four things? Nov., p. 52. 
Eight ways to get more benefits out of trade shows, Sept., p. 140. 
How Raytheon checks on its competitors’ exhibits, Apr., p. 92. 
How Udylite used closed circuit tv for a trade show exhibit, Feb., p. 58. 
Industrial shows, Jan., p. 149; Feb., p. 1373 Mar., p. 1713 Apr., p. 145; 
May, p. 1353; June, p. 1433 July, p. 1313 Aug., p. 1353 Sept., p. 245; 
Oct., p. 2073 Nov., p. 1953 Dec., p. 109. 
Machine tool builders count on big show to spark upturn, Oct., p. 48. 
Schoolhouse is Sprout, Waldron showcase at Chem Show, Apr., p. 147. 
Trade show planning pays off for FWD, Aug., p. 48. 
Traveling fair promotes 0.E.M's too-big products to buyers, teaches 
salesmen, June, p. 86. 
TV ‘expands' small trade show space for Moto-Truc, Oct., p. 106, 
Who makes the decisions on trade show participation? Aug., p. 108. 
World's wares exhibited at Chicago trade fair, Aug., p. 104. 


TRADENAMES, TRADEMARKS & TRADE CHARACTERS 
American Hardware gets a face lifting, May, p. 44. 
Shaggy dog gives continuity to SKF campaign, Apr., p. 59. 


TRETBAR, EVERETT E. 
How to work twice as hard for nothing doing charitable work, Dec., p. 72. 


UDYLITE CORP. 
How Udylite used closed circuit tv for a trade show exhibit, Feb., p. 58. 
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UNITED CARBON PRODUCTS CO. 
How smart marketing put United Carbon into a new field, Apr., p. 47. 


U. S. GOVERNMENT, see also WASHINGTON REPORT 
* Marketing facts...what the government has to offer, July, p. 62. 


U. S. STEEL CORP. 
I&S, U. S. Steel Supply spend $75,000 to put new product in specifiers’ 
hands, Sept., p. 48. 
U. S. Steel forgings campaign promotes quality, cites applications, ABP 
winner, May, p. 88. 
U. S. Steel promotes customers’ curtain walls. ABP winner, May, p. 89. 
U. S. Steel struts its stuff in 'Steelmark Days' celebration, Dec., p. 40. 


VOG? MACHINE Co. 
Vogt's new packages, labels cut costs, boost sales, Sept., p. 45. 


WARNER & SWASEY CO. 
Snapshot album sells construction machines for Warner & Swasey, Feb., p. 122. 


WASHINGTON REPORT 
Defense budget shifts keep industry guessing, Jan., p. 72. 
Why export markets look good for U. S., Feb., p. 106. 
Better construction statistics are coming, Mar., p. 106. 
Politics cloud defense market, Apr., p. 122. 
How will new U. S. rules affect defense ads? May, p. 106 
How Uncle Sem will help you sell better overseas, June, p. 114. 
Are the 60's soaring as high as they should? July, p. 98. 
Will U. S. give industry a break on depreciation, Aug., 114. 
What's happening to commodity standards? Sept., p. 178. 
Let's end government statistics confusion, Oct., p. 164. 
U. S. is on the spot in regulating defense ads, Nov., p. 122. 
Uncle Sam begins to mechanize the mails, Dec., p. 100. 


WEIDENBAUM, MURRAY L. 
Economic forecasts don't guarantee prosperity, June, p. 104. 


WESTINGHOUSE ELECTRIC CORP. 
Westinghouse meter ads end buyer apathy. ABP winner, May, p. 96. 


WHICH AD ATTRACTED MORE READERS? 
Jan., p. 853 Feb., p. 1133 Mar., p. llls Apr., p. 1313 May, p. 113; June, 
p- 1193 July, p. 1053 Aug., p. 1233 Sept., p. 173; Oct., p. 1713 Nov., p. 119; 
Dec., p.- lil. 


WILKERSON CORP. 
Wilkerson brings sales training and promotion down to jobber level, Nov., p. 139 


WILLIAMS, EDWARD G. 
Eight ways to get more benefits out of trade shows, Sept., p. 140. 


WINTHROP, MARIE MARGARET 
Detroit adwoman-of-the-year, Marie Winthrop, gives views on industrial 
advertising, May, p. 80B. 


WORTHINGTON CORP. 
Worthington combines foreign and domestic sales training, July, p. 60. 
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